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THE INNOVATIVE MARKETING APPROACHESIN THE SPHERE OF HOSPITALITY

The paper examines the innovative approaches whaech to be used in marketing activity
of firms and enterprises in the sphere of hospitglifor the purpose of establishing the loyal
relationships with customers and satisfaction theieeds more effectively than the competitors.
The sphere of hospitality is considered to be tleducer of such specific product that consumers
as a rule buy not because of urgent need, but téagb benefits in the form of pleasure and to
satisfy the needs of higher hierarchy such as theeds of self-actualization and self-esteem. The
competition in hospitality sector is significant @nthe usage of marketing innovations is
necessary. In the paper such innovations are cléesi into the following types: individual
approach for every client, electronic managementtbe hotel, the interactive screens in hotel
rooms, the innovational eco-hotel system and unussalutions in hotel sphere. The individual
approach for every client is considered to be thaimcondition of successful marketing activity
of modern enterprise of the hospitality sphere. Timechanism of the service individualization as
the process of several consecutive steps is prapoBee practical ways of realization of unusual
solutions in the hotel sphere as application of tlenception of impressions' marketing are
examined.
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THHOBAIIIMHI MAPKETHUHI OBI ITIIIXOW B COEPI TOCTUHHOCTI

Tkauyk C.B., Craxypcbka C.A.

Jocnioncyiomoca iHHoGauiiini ni0xo0u, AKi € OOUINbHUMU 014 GUKOPUCMAHHA )
MapKemuHzo6iil  0ianbHocmi nionpuemcme ma ¢pipm  iHOycmpii  2ocmuHHOCMi 30714
6CMAHOG/ICHHA JIOANbHUX CHMOCYHKIE 3i Cnojycueadamu ma 3a0060J1eHHA IXHIX nompeod
epexmueniuie 3a xoukypenmis. Cehepa 2ocmunHHOCmI PO3271A0AEMLCA AK GUPOOHUK MAKO20
cneyupiunozo npooyKkmy, AKUIL CROHCUBAYUL, AK NPABUTIO, KYRYIOHb He Uepe3 HA2albHy nompeoy,
a 3 Memow OMpPUMAHHA 6U200U Y (YOpMI HACONO0U MA 3A00607eHHA NOMPed euuioi iEpapxir,
maKux AK nompeodu 6 camoaxkmyanizauii ma camonoegasi. Y cghepi 2cocmunHHocmi iCHY€ 3HAYHA
KOHKYpeHUiA | 6UKOPUCMAHHA MAPKeMUH208UX IHHO8ayill € HeoOXiOHum. IIpononyemovca maki
iHHO6auUii noOiIAMU HA HACMYNHI 6UOU. IHOUBIOYAJAbHUIL RIOXI0O 00 KOMCHO20 KIli€HmA,
e1eKMpPOHHEe YNPAGNIHHA 20melemM, IHMePAKMUGHI eKPAHU ) 20MeIbHUX HOMEpPAax, CUCHeMda
iHHOBAUITIHUX eK0-20menlie ma He36UYHI piuleHHA 6 2omenbHill chepi. InousioyanvHuil nioxio 0o
KOJXMCHO20 KIIEHMA PO32NA0AEMbCA AK 207108HA YMOBA YCRIUWMHOI MAPKEMUH2060i OiA1bHOCHI
nionpuemcmea cghepu 2ocmunHocmi. 3anponoOHOBAHUIL MEXAHI3ZM IHOUGIOyanizauii nociyzu AK
npouec, w0 CKIAOAEMbCA 3 OEKLIbKOX NOCHI006HUX Kpokie. /[locnidxcyromvca npakmuuHi
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WAXU  peanizauii He36UYHUX piuleHb 6 20MEIbHIll c@hepi AK 3ACMOCYBAHHA KOHUenuii
MAPKEMUHZY 8PANCEHD.

Kniowuosi cnosa:. mapkemune, iHHOBAYIUHI MApKemMuH206i nioxoou, mapxkemune iHOYCmpii
20CMUHHOCMI, THOUBIOYANbHULI NIOXIO 00 KIiEHmMA, Mexauizm iHougioyanizayii nociyeu, cucmema
IHHOBAYINIHO20 eKO-20menio.

NHHOBAIIMOHHBIE MAPKETUHI'OBBIE ITIOAXO/IbI B COEPE
TF'OCTEINIPUUMCTBA
Tkauyk C.B., Craxypckas C.A.
Hccnedyrwomea uUHHOBAUUOHHBIE NO0XO00bl, UE1€CO00pA3Hble 0714 UCNHOIb306AHUA 6
MAPKeMUH20601 0eAmMebHOCMU NPEONPUAMUI U (PUpM UHOYCMPUU 20CMENPUUMCHIBA ONA
YCMAHOGIEHUA  JIOAJIbHbIX OMHOWIEHUI ¢ nompedumenaAmu U YOO61eMEOPEHUA  UX
nompeoHocmeil 6onee IPpekmueno, uem Koukypeumol. Huoycmpusa zocmenpuumcmea
paccmampueaemca Kak HPOU3GOOUMENb MAKO20 CHEUUPUUECKO20 npOOYKma, KOmopblil
nompeoumenu, Kak HNpaguio, NOKYnawom He U3-3a OCMpPOU Heo0X00uUMOCmu, a ¢ Uebio
nOIyUeHUA 6b1200bl 6 (hopme YO0060IAbCMEUA U YO0BIEMEOPEHUA HOMPEOHOCMEll Gblcuiel]
uepapxuu, mMaKux KaKk HOMpPeOHOCmU 6 CAMOAKmyaauzauuu u camoysaxycenuu. B cghepe
20CMEnPUUMCIMEa UMeem Mecmo CUNbHAA KOHKYPEHUUA U UCHOJIb306AHUE MAPKEMUHZO6bIX
UHHOoBauuil Heodxooumo. Ilpeonazaemca maxkue UHHOGAUUU NOOPA30EIAMb HA CAeOylOujUe
GUOBI. UHOUBGUOYANLHBII NOOX00 K KANCOOMY KIAUEHmY, IeKMPOHHOe YnpagieHue omesiem,
UHMEPAKMUGHbIE IKPAHbI 6 OMENAbHHIX HOMEPAX, CUCMeMaA UHHOGAUUOHHBIX IKO-omeneil u
HeoOblYUHble peuleHUuA 6 omenvHoul chepe. HHOueuoyanvHolit n00X00 K KAHCOOMY KIlUeHmM)
paccmampueaemca Kak 21A6HOe yCl06UE YCHEWIHOU MAPKEeMmUH20601 OeAmelbHOCmU
npeonpuamusn cepvl 2ocmenpuumcmea. Illpeonazaemea mexanusm uHOUGUOYAIUIAUUU YCIYeU
paccmampueams Kak npouecc, COCHMOAWUIL U3 HECKOIbKUX NOCAe008AMENbHbIX UWIAZ0G.
Hccneodyromcea npakmuyeckue nymu peaiu3ayuu He0ObIYHbIX peuieHUIl 6 OMEIbHOU chepe KaK
npumeHeHue KOHUenyuu MapKemuH2a Oy ujeHuil.
Kniouegvie cnoea. mapxkemune, UHHOBAYUOHHbIE MAPKEMUH208ble NOOXOObl, MAPKEMUH2
UHOYCMPUU 20CMENPUUMCMEA, UHOUBUOYATbHBLI NOOX00 K KIUEHM), MEXAHUZM UHOUBUOYALUIAYUU
yeyau, cucmema UHHOBAYUOHHO20 IKO-0MeJIA.

Problem statement. Nowadays the strong competition takes place alnmostvery field of
activity, especially in the sphere of hospitalifihe firm's task is to identify and to satisfy
customers' needs more effectively than the congpstitn practice most foreign firms, which work
in the sphere of tourism industry and hotel indystise different special innovation methods in
marketing activity to form the loyal relationshipsth their customers. Such methods must be
systematized to form the theoretical and methodaggbroaches of marketing innovations in
hospitality industry, which could be used by threng for building the loyal relationships with their
customers.

Latest research and publications analysis. In accordance with latest research and
publications analysis, innovational marketing ajgglees are in great importance in successful
business and in building the loyal relationshipthvaonsumers. Among the authors, whose works
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are dedicated to studying of theoretical and ptattspects of this question we can't, but mention
B. Aggarwal [1],D. Yankelovich [2], I. Bilik [3], I. Budnikevich [## E. Djandjugazova [6], L.
lvanova [7], D. Matseka [8], M. Rega [10] and othelowadays the consumers' loyalty is one of
the determining factors of firm's competitivene&s.the same time the loyalty must be true. It
means that the customer buys the firm's servicedewause of his habit or convenient location of
the firm, but because of his loyalty to the braB8dch customer makes regular purchases of the
firm's services, doesn't respond on competitopsals and also spreads positive responses about
the firm. One loyal customer means more, than séwacasional ones, and so most of the firms
use the conception of customer relationships miadgetvhich means, that customer is to be
considered as business partner and such partnersisp be mutually beneficial. To build such
partnerships, the firms and enterprises of hospitaphere use innovational marketing approaches,
and this experience is to be learned and systenf@medegular perfection and further practical
usage.

The purpose of article is to systemize the innovational methods of mankgtwhich are
used by the firms in sphere of hospitality and dorf theoretical and methodical approaches of
marketing innovations in this sector.

The main results of the research. In process of formation and development, the firms'
philosophy of business had constantly been changioip rather primary form, such as the
conception of production perfection, to the modasnception of customer relationships marketing.
The last one includes components of other concepiithe conceptions of marketing, of social and
ethical marketing, of impression marketing) anddias its defining characteristic, orientation on
building of long term loyal relationships with dhies. In practice the firms, which work in the
sphere of hospitality, use different innovationagthods of marketing in order to attract the
customers and to satisfy their needs more effdgtitlean the competitors (Fig. 1).

Innovational marketing

approaches
v v ' v v
Individual Electronic Interactive The Unusual
approach to management screens in hotel innovational solutions
every client of the hotel rooms eco-hotel (accented on
system emotions)

Fig. 1. Thelnnovational Approachesin Marketing of Hospitality
Source: created by the authors based on [1 — 10].

The first thing that firm's managers must realzéhie individual approach to the client. The

approach must be taken into account not only onsthge of interactive marketing, when the
process of service is in action, but it must beldhgs, the foundation of firm's philosophy.
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The mechanism of service individualization can baded into several stages (Fig. 2). The
first stage takes place while the service is dguelp before the firm proposes it on market.

The stage of service development

Realization of Customers' division on segment's Maximum consideration of the
STP-marketing —» according to the specific features, »| specificities of each segmen
strategy selection of one or several segments on the stage of marketing-mi
forming
The stage before service delivery
Using of interactive information technologies tokagossible
customer's choosing of services package that Heewi® receive
The stage of service delivery
The interaction between client and contact perdoepasideration of
the all client's wise
The stage after service delivery
The analysis of key contacts
Forming of individual base of Making decisions about
every client's wishes an habits in the service improving considerin
order to better satisfaction of hig overall requirements of the target
needs segment

Fig. 2. The Mechanism of Service Individualization
Source: created by the authors based on [4; 6;(; 1

The manager's task is to make market segmentaticording to specific features, to make
targeting of one or several segments and to chthesstrategy of positioning of the firm on the
targeted segments.

Effective segmentation is the first step on the wehyservice individualization, it makes
possible for the firm to understand the common ifipg®s of target segment and to form the
active marketing-mix in accordance to this. Manythnds of segmentation have been worked out
by the scientists in the field of marketing andvgsr marketing, such as the method by A.R.
Winkler (according to the European lifestyles), MALS-system, the method by G. Gun (the
segmentation in tourism sector) and others.

On the stage before service delivery the firm msg unteractive information technologies,
which make possible for the client to form his opatkage of services by choosing more attractive
and useful among the all that the firm proposesil&\this not only so called "must-be" services
can be proposed, but also the attractive onesek¥ample, the Hotel Affinia (New-York, Chicago,
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Washington) proposes its clients to enter the websefore arrival and to choose one of the
different pleasant little things. The Hotel Palaktagnani Ferroni (Florence) makes especial accent
on aromas. During room reservations service stiff@dient about his aroma's preferences, even
about such preferences in different time of day miggit, to consider it while room flavoring [4].
On the next stage, the stage of service delivhgyirtteraction between client and service statksak
place. The task of contact personnel is to findadutlient's wishes about service process tofyatis
them now and to form the client's personal porti@iindividualize his service in future. The task
can be accomplished better using the specializettrehic system that provides special electronic
customer database. Such experience is succesafylied by the hotel chain of "Ritz-Carlton”.
The other innovational approach in hotel industythe electronic management of the hotel. It
means the creation of specialized system that ataira! the employees and gives them the next
opportunities by the using of Web resource: effetyi obtaining of all necessary information about
hotel; making room reservation; access to the wiplessible set of sales channels, etc [9]. The next
innovations in hotel sphere are interactive screerwotel rooms or other places, visited by clients
The screens enable to find the necessary informatiout hotel, restaurants, country or territory of
residence, monuments of history and culture, eaitertent institutions.

One more innovation that combines effective marigetnethod of customers' attraction with
social and ethic aspects, is the creation of infioral eco-hotels system. The system is designed to
ensure the client's comfort and to save the enwmiemt by using natural sources of energy. It
includes the next solutions: solar panels on tloé far water heating; air generators for electyicit
producing of heat and power from household wagtem of rainwater collecting; converting food
waste to fertilizer; thin layer of soil and greenen the roof as sound and warm insulation etc.

But maybe one of more interesting and creative vational approach in marketing of
hospitality is the next one that includes aspeétsomception of impressions marketing. We are
talking about the original solutions in hotel sghethe proposition for the customers, who are
travelling for the purpose of obtaining of unforgéle impressions and emotions, the hosting
services in unusual and places and conditions. Ansoich propositions are the next ones: hotels in
ancient castles, monasteries, cathedrals, in theefoprisons, in caves, in hollows and homes on
trees, in underwater hotels and others [5]. Themgas of more unusual hotels are Crazy House
Hotel (Vietham) that has a form of a chimerical lasgree with spiral steps, Green Plaza Shinjuku
Capsule Hotel (Japan) that is like the spaceshipubmarine with room-niches, Propeller Island
City Lodge (Germany), named after the novel of 9Merne "Floating Island” etc. Speaking about
elements of the conception of impressions marketirigptel sphere, we can't but mention about the
accent on romantic emotions and emotions of fear. the customers, who enjoy unusual
otherworldly stories, there are many hotels, covevith legends about ghosts, poltergeist and other
ulterior things. For example, Hotel del Coronad®&A), Fairmont Banff Spring Hotel (Canada),
Hotel Hoshi Ryokan (Japan) and others.

Conclusions. The sphere of hospitality is the rapidly developbrgnch of industry, where
the significant competition takes place. This faetjuires using the marketing innovations in
hospitality business to form loyal relationshipghaclients and to strengthen market position. One
of the main marketing innovations in hospitalitgustry is the individual approach to every client.
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The mechanism of service individualization is cdesed to be the process of several consecutive
steps: the realization of STP-marketing strategy aorking out of effective marketing-mix for
every segment on the stage of service developisiggof interactive information technologies to
make possible customer's choosing of services pgackaat he wishes to receive on the stage
before service delivery; the interaction betweeentland contact personnel, consideration of the al
client's wises on the stage of service deliverg,ahalysis of key contacts on the stage afterservi
delivery. Other innovations in hospitality markefirs implementation of innovational eco-hotel
system as the application of social and ethicalketarg conception, realization of unusual
solutions in hotel sphere as the method of impoessimarketing conception and also the usage of
electronic hotel management system as the way ofeasing of efficiency and interactive
interconnection with clients.
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